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Executive Summary

This California State University San Marcos research study found that seventy-three percent
(73%) of California drivers change their oil more frequently than their manufacturer
recommends. The study took into account the type of vehicle people drive, how they drive (either
in severe or normal conditions), and the age of the person’s vehicle. The study also found that
people’s oil change intervals are predominately determined by the belief that changing their oil
more frequently reduces engine wear. Most California drivers (66%) have reminder stickers on
their windshields reminding them when to change their oil, and most California drivers (82%) go
to professional oil changers or car dealers for their regular maintenance.

The findings from this study led to the creation of advertising messages encouraging drivers to go
longer between oil changes and challenging the “3,000 mile myth.” Messages were also created
promoting the concept that using synthetic oil could allow drivers to go as long as 15,000 miles
(five times the average) between changes. These ads were tested by focus groups in urban/coastal
San Diego and rural/inland Sacramento.

Survey -In December of 2005 and January of 2006, the Social and Behavioral Research Institute
at the California State University San Marcos (SBRI) conducted a random survey of 1,002 car
owning (or leasing) households. The survey was conducted on behalf of the California Integrated
Waste Management Board (CIWMB) to investigate the oil change frequency of California drivers
and determine the need for a public education campaign to reduce used oil generation by
motorists in California. Though SBRI carefully controlled their sampling to ensure regional and
demographic representation, they ended up with a pool of respondents that was slightly more
female, more Caucasian, less Hispanic, more multi-ethnic and better educated than that of the
2000 Census for California. These differences were even maintained when the sample was
weighted by household size.

Frequent Oil Changers Vs. Waiters — A person was defined as a “Frequent Changer” if he or she
changed his or her car’s motor oil at or beyond the mileage recommended by the auto
manufacturer. A person was considered a “Waiter” if he or she changed his or her car’s oil less
frequently than that recommended by the auto manufacturer. Of the 400 people in the study for
whom the manufacturer recommended oil change interval was known (based on their make and
model of car), seventy three percent (73%) were Frequent Changers. Frequent Changers were
more likely to: be women; ;be middle aged or seniors; ;use synthetic oils; ;drive imported cars;;
be “normal” drivers; ;use professional changers; and; have a windshield sticker.

Use of Professionals — The response data showed that thirty-four percent (34%) of California
drivers use their car dealer for oil changes, twenty-four percent (24%) use a “quick lube specialty
shop” and twenty-four percent (24%) use some other auto repair place. Thus, eighty-two percent
(82%) of California drivers reported having professionals change their car oil. Sixty-six percent
(66%) of respondents have a window sticker reminding them of when to change their oil,
however, only twenty-six percent (26%) reported relying on these stickers to know when to
change their oil. The highest proportion (37%) reported that they check their mileage on their
odometer to determine when to change their oil. However, this varied by gender. Thirty-five
percent (35%) of women reported relying on their window stickers and forty-seven percent (47%)
of men reported relying on the odometer.

Factors Influencing Oil Change Behavior — An informal survey of quick lube oil change chain
outlets in San Diego County revealed that the average recommended mileage between oil changes
was 3,000 miles. The median and modal reported mile change interval in the study was 3,000
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miles. Thus, it was appropriate that SBRI ask survey participants about their views regarding
changing their oil every 3,000 miles. Participants were asked to rate, on a 0-10 scale of
importance, how each of the following might influence their oil change frequency. The
statements were:

Going longer between oil changes decreases fuel efficiency
o Going longer between oil changes increases engine wear
e Going longer between oil changes helps the environment
e Going longer between oil changes saves money
e Going longer between oil changes saves time

The overall highest mean score of 7.39 was for the response “going longer increases engine
wear”, followed by a mean score of 6.94 for “going longer decreases fuel efficiency”.

In similar fashion, participants were asked to rate their feeling of importance about changing their
oil every 3,000 miles on a zero to 10 scale. In addition, they rated the difficulty of changing, the
future likelihood of changing, their past frequency of changing and their estimate of how many
other people change at 3,000 miles.

On average, California drivers rated the importance of changing their oil at 3,000 miles a 6.98 out
of ten. Interestingly, they rated the difficulty of changing their oil at 3,000 miles a 6.76. Thus,
California drivers feel that it is very important, but somewhat difficult to change their oil every
3,000 miles.

When comparing the relative importance of all of these factors with the chance that someone was
a frequent changer, the most important predictive factors were their belief that frequent changes
prevents engine wear and their future likelihood of changing their oil at 3,000 miles.

Advertising Messages for Behavior Change

Using results from the survey, four messages were developed to be tested on the demographic
profile of California frequent Changers --

o Women (more likely to use the ubiquitous 3,000 mile sticker as a guide)
o Aged 35-60 (again, more likely to be frequent Changers)
e People who use oil change places or their dealers for oil changes

o Drivers of Accords, Camrys and Ford Escorts — these represented the most common cars
on the road according to the telephone survey

The ads were targeted to these drivers and two focus groups of these drivers tested the ads and
made design critiques. The ads, as constructed, are not ready for distribution, but may serve as a
template for effective messaging.

The message that proved most effective in general was the ad showing a woman (peer)
encouraging drivers to trust the manufacturer of their cars and challenge the 3,000 mile myth
being promoted by the oil change shops. The synthetic oil ads were not well-received by the
focus groups. Participants were suspicious of the message and a bit skeptical of the extra
expense.
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Part I. Telephone Survey

Introduction

A telephone survey of California residents who possess automobiles was conducted in December
of 2005 and January of 2006. The survey was part of a larger project aimed at understanding oil
change patterns among California motorists and examining the feasibility of extending oil change
intervals. The project involves three primary components: (1) a survey of California Residents,
(2) the development of motivational messages that would be effective in changing behavior, and
(3) focus groups to solicit reactions to the messages and explore motivations for behavior.

The survey audience was California car owners and lessees and survey questions were designed
to determine respondents’ frequency of oil changes and barriers to extending oil change intervals.
.The survey addressed the attitudes, beliefs, and behaviors surrounding changing the oil in their
vehicle. Additionally, respondents were asked a number of demographic questions.

The survey was conducted for the California Integrated Waste Management Board by the Social
and Behavioral Research Institute at California State University San Marcos. The telephone
survey was conducted as part of the Used Oil Source Reduction Study. Following is a description
of the survey process, an elaboration of the results of the survey, and a summary of the key
findings.

Data

The information in this report is based on 1,002 telephone interviews conducted with adult
residents in the State of California who possess an automobile. Household telephone numbers
were selected using random-digit-dial methodology, so all listed and unlisted residential
telephone numbers within the state had an equal chance for inclusion in the sample. The sample
was stratified by region, to ensure that respondents were representative of the state
geographically. Adults who reported that they had a car were considered eligible for the study.

All interviews were conducted by SBRI staff members using the SBRI’s Computer Assisted
Telephone Interviewing (CATI) system, under the supervision of SBRI’s professional staff.
SBRI’s supervisory staff employs a silent monitoring system to listen to interviews in real-time
for quality control purposes.

Interviewing for this study was conducted between December 1st, 2005 and January12th, 20086,
on-site at the SBRI survey lab at California State University San Marcos. Scheduling of the
interviewing sessions was arranged to ensure that a representative sample of California
households were contacted. Up to eight call attempts were made to telephone numbers before
retiring the numbers. The relatively high number of call attempts was to allow California
residents with busy schedules and lifestyles to have enough opportunities to participate in the
survey.

The questionnaire for this study was designed by SBRI in consultation with CIWMB staff. The
questionnaire included items addressing vehicle characteristics, driving behavior, and oil change
behavior. It also included attitudes and beliefs about changing the oil in their vehicle, as well as
some demographic information. The interview questions can be found in Appendix A. The
margin of error for this sample survey is +/-3 percent. SBRI conducted statistical analyses for
this report using standard appropriate statistical procedures and measures, reporting statistically
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significant results at the 95% confidence level. Documentation of the statistical tests employed
by SBRI is archived and available for client review.

Results

Participant Demographics

This section provides a description of the California residents surveyed for the study. More of the
respondents were female (54.2%) than were male (45.8%). This is illustrated in Chart 1.
According to the U.S. Census, 2000, the gender breakdown for California was 50.2% female and
49.8% male. Thus, women were slightly over-represented.

Chart 1: Participant Gender

@ Male

m Female

These respondents averaged 49.24 years of age, ranging from 18 to 94 years old.

—
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Chart 2: Percentage of Participants Who Were Hispanic

O Hispanic
B Non-Hispanic

Most respondents reported that they were non-Hispanic (Chart 2). The breakdown by race is
shown in Chart 3 below. The percentages are weighted by household size to more accurately
reflect their representation in the population.

Chart 3: Racial Breakdown of Participants Weighted

Percent
70%
61%
60% ]
50%
40%
30%
20% 17%
7% 0/ 6%
10% 5%
2% |—| 1% |—| 1%
0% T ‘ ‘ . - ‘ . e
American Asian  Black or Hispanic or Native  White Multiracial oTHER
Indian and African Latino Hawaiian
Alaska American and other
Native Pacific
Islander

For comparison, Census estimates for California in 2004 showed people of Hispanic or Latino
origin at 35%, and White non-Hispanic at 44.5%. People who labeled themselves as White
accounted for 61% of the sample. The remainder were American Indian and Alaska Native
(1.2%), Asian (12.1%), Black (6.8%), Native Hawaiian or other Pacific Islander (.4%), and
multiracial (2.4%). The number of people in the household ranged from one to 11, and averaged

—
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2.79. These household size results were used to weight the racial background and educational
attainment population figures. Rather than assume that each participant lived alone, his or her
racial representation was weighted by the average household size to better reflect overall
representation.

Chart 4: Educational Attainment

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%

o
@
[{e}

=]

27.5%
16.7% 18.0%

20.0%

10.0% 0.9% 3.0% 1

0.0% :

Elementary = Some High High School Some College College Graduate
School School Graduate or Tech Graduate School
School

Chart 4 shows that the sample was more educated than the average for California. Nearly 80% of
the sample had graduated from high school and had at least some college. This compares to 57%
for the State of California’s results from the 2000 Census. These results held true even when the

sample was weighted by household size (the numbers in Chart 4 reflect this weighting).

Thus, this sample is more Caucasian, less Hispanic, more multi-ethnic, and better educated than
the expected values given the State of California’s averages in the 2000 Census.

Vehicle Information

For the purposes of the survey, respondents were asked to consider the vehicle that they drove
most often. Respondents were selected if they had an automobile. Almost all (95.1%) of the
respondents reported that they owned the vehicle rather than leased.
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Makes of Cars Driven -- Below is the percent breakdown of the sample by the make of the cars
they drove. The range was from 15.1% Toyota drivers to .1% Suzuki drivers.

Toyota 15.1% Mitsubishi 1.8% Daewoo 0.3%
Ford 13.1% OTHER 1.7% Jaguar 0.3%
Honda 11.3% Pontiac 1.5% Scion 0.3%
Chevrolet 8.2% Saturn 1.5% Isuzu 0.2%
Dodge 5.0% Subaru 1.4% HUMMER 0.1%
Nissan 4.1% Hyundai 1.2% Suzuki 0.1%
Chrysler 3.55% Lincoln 1.1%
Mercedes- Mazda 1.0%
Benz 3.05% .

Cadillac 0.9%
Lexus 2.8% .

Infiniti 0.9%
Jeep 2.7% )

Kia 0.8%
Buick 2.5%

Mercury 0.8%

Volkswagen 2.4% .
Oldsmobile 0.5%

GMC 2.3%

Plymouth 0.5%
Acura 2.1% .

Audi 0.4%
BMW 2.1%

Geo 0.4%
Volvo 2.0%

Year of Cars Driven — Chart 5 shows that 93% of California drivers had cars made in 1990 or
later. Over half (53.9%) were made in 2000 or later. Thus, the majority of cars on California
roads are relatively new.

—
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Chart 5: Year that Participants’ Cars Were Made

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

1960-1969 1970-1979 1980-1989 1990-1999 2000 or newer

—
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Oil Change Behavior

Chart 6 shows that having the oil and filter changed at a car dealership was the most common
practice. Thirty-four percent (34%) of participants had their oil changed at the dealership. Eighty-
two percent (82%) of participants had their oil changed by professionals. Only 18% of
participants were “Do-it-Yourselfers,” that is, they either changed their own oil or had a friend or
family member do it.

Chart 6: Who Typically Changes Your Oil?

40%

35%

30%

25%

20%

15%

10%

5%

0%

Car Dealer Quick Lube Other Auto Repair  Do-it-Yourself Friend or Family
Specialty Shop Shop Member

These results varied by gender. Men were much more likely to do it themselves or have a friend
or family member change their oil than women (24% vs. 13%).

These results also varied by transmission type. Manual transmission drivers were more likely to
be Do-it-Yourselfers (30% vs. 15%).

Given the results in Chart 6, it is not surprising that many people rely on window stickers that
give the advice of professionals regarding when to change their oil. Chart 7 shows the percent of
drivers with oil change window stickers.

—
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Chart 7: Percent of Drivers with Oil Changes Stickers

O Yes
H No

As shown in Chart 7, two-thirds of California drivers have window stickers reminding them to
change their oil. It was somewhat surprising, then, to discover that the sticker was not the most

important reminder for participants to change their oil. In fact, as shown in Chart 8, the most
important reminder was the odometer reading itself:

—
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Chart 8: How People Know When It's Time to Change Their Oil

Chart 8 shows that nearly 4 in 10 of California drivers refer to the odometer to tell them that they
have driven the requisite number of miles for them to change their oil. The modal number of
miles was 3,000.

—
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Chart 9: How People Know When to Change Oil by Gender

100%
80%
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0 0 0 0 0 0 0
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& o & & o
& > & S
& e & Q
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This tends to vary by gender. Chart 9 shows that for those who use the odometer (“when it has
been a specific number of miles™), men are much more likely than women to rely on the odometer
reading (47% vs. 27%). However, for those who use their oil stickers as a reminder, women are
much more likely than men to use them (35% vs. 16%). In other words, men are more likely than
women to watch their odometer to determine when to change their oil and women are much more
likely than men to check their window sticker to remind them to change their oil.

Oil Change Intervals
Miles between Oil Changes

Table 1 shows the average number of miles between oil changes. The mean mileage change
interval was 4,221 miles.

Table 1: Oil Change Interval in Aggregate
N Minimum Maximum Mean Std. Deviation

Miles between Oil

and Filter Change 880 450 35000 4220.97 2840.538

It is important to note, however, that manufacturer’s recommendations about when to make oil
changes vary a great deal. Thus, a better measure of miles between oil changes is actually the

difference between the manufacturer’s recommendation and the actual mileage that the driver

changed the oil.

For the purposes of this study, staff contacted car dealerships to inquire about the manufacturer’s
recommended oil change intervals. Not all makes and models were available.

When the manufacturer’s recommended interval is subtracted from the drivers’ actual change
interval, a zero would indicate that the driver matched the manufacturer’s recommendation; a
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positive number would mean that the driver exceeded the mileage recommendations, and a
negative number would mean that the driver changed the oil more frequently or at lower miles
than the manufacturer recommended.

This interval is further complicated by driving severity. According to all of the car dealerships
contacted for this study, drivers considered severe are recommended to change their oil more
frequently, or at shorter mileage intervals, than drivers considered normal. Thus, manufacturer’s
recommendations differ depending on how one drives his or her car.

Chart 10: Drivers’ Scores on Severity Scale

17% 31% 14%

I

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

O No conditions B One condition O Two conditions O Three conditions
B Four conditions O Five conditions B Six conditions

Severe drivers were those who drove in the following conditions in a typical week:
e Inextensive idling or in stop-and-go traffic
e In cold weather, less than 10 degrees
e In extreme heat, more than 90 degrees
e In extreme humidity
o Repeated short-distance trips of less than 5 miles

e Towing a trailer or using a car top carrier

In Chart 10 above, 17% of drivers reported that they drove in none of these conditions, 34%
drove in one, 31% drove in two, 14% drove in three, 2% drove in four, 1% drove in five and zero
drove in all six severe conditions. To be considered a severe driver, a person needed to only drive
in one of these severe conditions. Thus, if 17% or 172 people in the sample were “normal
drivers,” 83% or 830 people were “severe drivers.”

—
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The recommended oil change interval varies depending on whether a person is a severe driver or
a normal driver. In Table 2, the values are recomputed to account for both driving severity and
the manufacturer’s recommendation.

Table 2: Oil Change Interval in Miles

N Mean Median | Std. Deviation | Range Minimum Maximum
Severe 387 (58) - 2,830 | 36,000 (9,000) 27,000
Normal 387 (3,255) (3,500) 2,984 | 37,000 (12,000) 25,000

Table 2 shows that severe drivers on average change their oil according to the manufacturer’s
recommendations. The table shows that normal drivers average about 3,300 miles earlier than
manufacturer’s recommendations in their oil changes.

The lower N values are the result of limited information about certain makes and model of car.
Where the recommended mileage for participants’ models was not known, those participants in
the study were excluded. Thus, 400 cases remain. The differences between severe and normal
drivers are made clearer in Table 3.

Table 3: Difference in Mean Distances Between Normal and Severe Drivers

Similarly, Table 3 shows that severe drivers were, on average, adhering quite closely to

Std. Error

Severe Driver | N Mean Std. Deviation Mean
No 84 | 2819.05 2230.37 243.35
Yes 316 | 141.38 2388.57 134.37

manufacturer’s recommendations. Normal drivers, on average, reported changing their oil much
more frequently (nearly 3,000 miles more frequently) than their manufacturers recommended.

On the next page are all of the makes of cars in the study with the manufacturers’
recommendations for oil changes based on driving conditions for those makes which a
recommendation was available. Each table shows the total number of participants with each
particular make of car and the mileage interval each participant reported changing his or her oil.

Contractor’s Report to the Board

14




Recommended Oil Change Interval for Normal Conditions by Make of Car

Acura Buick | Cadillac | Chevrolet Ford GMC Honda Infiniti Isuzu Lexus Lincoln | Mercury | Mitsubishi [ Oldsmobile|[ Pontiac Scion Subaru | Toyota Molkswagef Volvo | OTHER Total
3000 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 10 0 0 0 0 10
5000 0 0 0 0 85 0 0 0 0 0 7 7 0 0 0 2 0 30 17 0 1 149
6250 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1
7000 0 0 0 0 0 0 0 0 0 23 0 0 0 0 0 0 0 0 0 0 0 23
7500 14 18 1 40 0 11 63 9 2 0 0 0 18 1 10 0 3 78 0 20 0 288
10000 0 0 1 4 0 0 36 0 0 0 0 0 0 0 0 0 0 0 0 0 0 41
12000 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1
15000 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1
Total 14 18 2 46 85 11 100 9 2 23 7 7 18 1 10 2 13 108 17 20 1 514
Recommended QOil Change Interval for Severe Conditions by Make of Car
Acura Buick | Cadillac | Chevrolet Ford Geo GMC Honda Infiniti Isuzu Lexus Lincoln | Mercury | Mitsubishi [Oldsmobilel Pontiac | Toyota | OTHER Total
3000 0 17 2 42 84 1 10 0 9 2 0 7 7 18 1 10 0 1 211
3125 0 0 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 1
3750 14 0 0 0 0 0 0 61 0 0 0 0 0 0 0 0 0 0 75
5000 0 0 0 0 1 0 0 35 0 0 23 0 0 0 0 0 78 0 137
6000 0 0 0 0 0 0 0 3 0 0 0 0 0 0 0 0 0 0 3
7500 0 1 0 3 0 0 1 0 0 0 0 0 0 0 0 0 0 0 5
12000 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1
14 18 2 46 85 1 11 100 9 2 23 7 7 18 1 10 78 1 433
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Chart 11 shows the breakdown when Frequent Changers are defined as anyone who changes their
oil at or below the manufacturer’s recommended mileage. Waiters are defined as those who
change their oil at mileages above the manufacturers’ recommendations. For the 400 drivers
whose manufacturer recommendations were known, nearly three-quarters change their oil
frequently.

Chart 11: Frequent Changers vs. Waiters
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A Closer Look at Frequent Changers vs. Waiters and Severe vs.
Normal Drivers

The following two tables examine the demographic breakdowns of the four groups of participants
— Frequent Changers vs. Waiters and Severe drivers vs. Normal. A discussion of the value of this
information will follow:

—
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Changers Vs. Waiters

Normal Vs. Severe Drivers

Changers, Waiters, Normal, Severe,

Category Sub-category N=290 N=110 Category Sub-category N=172  N=830
Gender Gender

Female 56.2%) 45.5% Female 50.6%) 45.1%

Male 43.8% 54.5% Male 49.4% 54.9%
Ethnicity Ethnicity

Native American 1.1%) 1.9% Native American 1.9%) 1.4%

Asian 9.7%) 4.8% Asian 8.3% 5.2%)

African American 3.7% 0.0% African American 7.6%) 4.1%)

Hispanic 14.9% 12.4% Hispanic 8.9% 15.1%

Pacific Islander 1.1% 0.0%)| Pacific Islander 1.3%) 0.5%

White 63.9%) 71.4% White 64.3%) 66.7%

Multiracial 1.5%) 2.9% Multiracial 7.0% 5.8%
Hispanic? Hispanic?

Yes 16.5%) 13.8%) Yes 10.1%)| 18.0%)

No 83.5%) 86.2% No 89.9% 82.0%
Education Education

Elementary 0.7% 2.0% Elementary 0.0% 1.0%

Some High School 3.2% 0.0% Some High School 0.0% 3.2%

High School Grad 15.1% 13.8% High School Grad 18.0% 15.7%

Some College 35.6% 33.9% Some College 30.5% 33.9%

College Grad 29.6% 26.6% College Grad 32.9% 26.1%

Graduate School 15.8%) 23.9% Graduate School 18.6%) 20.1%
Age Age

18-28 14.4% 9.3%) 18-28 7.3%) 12.4%

29-39 19.8%) 24.1% 29-39 17.7%) 19.5%)

40-49 16.5%) 24.1% 40-49 20.7% 19.2%)

50-59 21.9% 18.5%) 50-59 28.0%) 22.8%

60-69 11.5%) 18.5%) 60-69 14.6%) 13.4%

70-79 12.6% 4.6% 70-79 9.8%) 9.1%

Over 80 3.2% 0.9%) Over 80 1.8% 3.7%
Oil Type Oil Type

Natural 60.4%) 68.0% Natural 53.4%) 62.6%

Synthetic 39.6% 32.0% Synthetic 46.6% 37.4%
Car Age Frequency

Average 6.25 6.10 Changer 90.5% 67.7%
Title Waiter 9.5%) 32.3%

Own 96.5% 97.2% Car Age

Lease 3.5%) 2.8% Average
Car Make Title

Domestic 35.5%) 59.1% Oown 98.2% 94.4%

Import 64.5%) 40.9% Lease 1.8% 5.6%)
Transmission Car Make

Automatic 84.8%) 82.7% Domestic 44.2% 44.6%

Manual 15.2%) 17.3%) Import 55.2% 53.1%
Normal Vs. Severe? Transmission

Normal 26.2%) 7.3%) Automatic 87.6%) 82.8%)

Severe 73.8% 92.7% Manual 12.4%) 17.2%|
Who Changes Oil? Who Changes Oil?

Do-It-Yourself 12.6%) 19.1%) Do-It-Yourself 13.0%) 18.5%)

Professional 86.7%) 81.0% Professional 85.3% 81.0%
Reminder Sticker? Reminder Sticker?

Yes 73.9% 64.2% Yes 67.1%) 65.3%

No 26.1%) 35.8% No 32.9% 34.7%

The two tables above compared some of the demographics findings with both oil change behavior

and driving severity.
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Oil Change Behavior by Other Variables

This table showed some differences between Frequent Changers and Waiters of note.

Frequent Changers were more likely to be women than men.
Waiters were more likely to be men than women.

Waiters were more likely to be in the 40-49 age bracket and the 60-69 age bracket than
Frequent Changers.

Frequent Changers were slightly more likely to use synthetic oil than Waiters — a finding
that runs counter to what one would expect given that synthetic oils allow a driver to go
longer between changes.

Frequent Changers were more likely to drive imported cars.
Waiters were more likely to drive domestic cars.

The majority of both Changers and Waiters are severe drivers; however, Waiters are
much more likely to be severe drivers than Changers.

Changers are slightly more likely to have their oil changed by a professional changer vs.
doing it themselves.

Changers were more likely to have an oil change reminder sticker on their windshield
than Waiters.

Driving Behavior (Severe vs. Normal) by Other Variables
Some key differences between severe and normal drivers are listed below:

Normal drivers were slightly more likely to be women than men.

Severe drivers were slightly more likely to be men than women.

Normal drivers were slightly more likely to be college graduates than Severe drivers.
Normal drivers were more likely to be 50-59 years old than Severe drivers.

Severe drivers were more likely to use natural oil than Normal drivers.

While the majority of both Normal and Severe drivers were frequent oil Changers,
Normal drivers were much more likely to be Frequent Changers than Severe drivers.

While the vast majority of both groups used automatic transmissions, Normal drivers
were slightly more likely than Severe drivers to use automatic.

While the vast majority of both groups went to professional oil changers, Normal drivers
were slightly more likely than Severe drivers to use professionals.

Similarly, do-it-yourself oil changers were slightly more likely to be severe drivers.

Attitudes about Changing Oil Every 3,000 Miles

Survey participants were asked a series of questions regarding their attitudes about changing the
oil in their car at 3,000 mile intervals. This interval was selected because it is the recommended
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interval at most major commercial oil change businesses. Each of these attitudes was measured
on a zero-to-ten scale, with higher numbers indicating more of the quantity being measured. For
example, respondents were asked how difficult it would be to change their motor oil every 3,000
miles, using a scale of zero-to-ten, where zero means very easy and ten means very difficult.
Table 4, which summarizes these attitudes, shows an average rating of 6.76 for the difficulty of
changing their motor oil every 3,000 miles.

Table 4: Attitudes About Changing Oil Every 3,000 Miles

N Mean
How Many Other People Change Their Oil Every 3,000 Miles 817 | 4.83
Frequency of Past Oil Changes Every 3,000 Miles 959 | 6.27
Future Likelihood of Changing Oil Every 3,000 Miles 983 | 6.50
Difficulty Changing Oil Every 3,000 Miles 974 | 6.76
Importance of Changing Oil Every 3,000 Miles 985 | 6.98

Chart 12: Attitudes Toward Changing Oil Every 3,000 Miles
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The highest rating was given to the importance of changing oil every 3,000 miles. This was rated
an average of 6.98 on the 10 point scale. The statement rated lowest was the belief that others
changed their oil at 3,000 miles. The overall reading of these data is that people generally
consider it quite important, but rather difficult to change their oil every 3,000 miles.

—
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However, these findings become more illuminating when we examine the differences between
“Frequent Changers” (including those who change their oil according at their manufacturer’s
recommendations) and “Waiters,” those who tend to wait longer between oil changes.

For the next several charts, the importance ratings were grouped as follows: zero to four = “Not
Important”, five to seven = “Somewhat Important”, and 8-10 = “Very Important.”

Chart 13: Changers by Difficulty
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Chart 13 shows that Frequent Changers are more likely than Waiters to consider changing their
oil very difficult. This finding is interesting because it means that those who engage in the
unwanted behavior (changing at or below manufacturer’s recommendations) consider it more
difficult than those who do the wanted behavior (waiting longer between changes).

Chart 14: Changers by Importance
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Chart 14 shows what one might expect — Frequent Changers are more likely to consider it very
important to change their oil every 3,000 miles than Waiters. Similarly, Waiters are more likely
than Frequent Changers to consider frequent changes only somewhat important.

Chart 15: Changers by Past Behavior
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Chart 15 shows that ratings of past behavior among the two groups was as expected. The
majority of Waiters report rarely or only sometimes changing their oil at the 3,000 mile interval;
whereas, the majority of Frequent Changers report a habit of changing frequently.

Chart 16: Changers by Future Behavior
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Similarly, Chart 16 shows that the intentions of the two groups matched what one might expect.
Frequent Changers are much more likely to report intending to change at the 3,000 mile mark;
whereas, the Waiters were more likely to report intending to wait longer. The behavior of others
was not a significant difference between Frequent Changers and Waiters.

Table 5: Correlations Between Oil Change Behavior and Opinions About Oil Changes at

3,000 Miles

Difference
How Many Frequency of Future in Miles
Difficulty Importance Other People Past Oil Likelihood of Between
Changing of Changing Change Their Changes Changing Actual and
Oil Every Oil Every Oil Every Every 3,000 Oil Every Recomme Frequent
3,000 Miles 3,000 Miles 3,000 Miles Miles 3,000 Miles nded Changers
Difficulty Changing Oil Pearson Correlation 1 .183* 1054 .262*4 .232*%4 -.174% .184*
Every 3,000 Miles Sig. (2-tailed) .000 .003 .000 .000 .000 .000
N 974 962 808 936 955 398 398
Importance of Pearson Correlation .183* 1 .363* 693+ 707+ -.236* .301*
Changing Oil Ever i _tai
3'0009Mi?es y Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 962 985 810 947 968 395 395
How Many Other People Pearson Correlation .105*4 .363* 1 .349*4 .306*4 -.145*4 .179*4
Change Their Oil Every  sig. (2-tailed) .003 .000 .000 .000 .007 .001
3,000 Miles N
808 810 817 796 807 344 344
Frequency of Past Oil Pearson Correlation .262* .693*4 .349%4 1 743 -.322* .387*
Changes Every 3,000 Sig. (2-tailed) .000 .000 .000 .000 .000 .000
Miles N 936 947 796 959 947 395 395
Future Likelihood of Pearson Correlation .232%4 .707%4 .306* 743 1 -.304*4 .364*
Changing Oil Every Sig. (2-tailed) .000 .000 .000 .000 .000 .000
3,000 Miles N 955 968 807 947 983 395 395
Difference in Miles Pearson Correlation -.174%4 -.236* -.145*4 -.322% -.304*4 1 -.613*
Between Actual and Sig. (2-tailed) .000 .000 .007 .000 .000 .000
Recommended N 398 395 344 395 395 400 400
Frequent Changers Pearson Correlation .184* .301* 179 .387*4 .364* -.613* 1
Sig. (2-tailed) .000 .000 .001 .000 .000 .000
N 398 395 344 395 395 400 400

**. Correlation is significant at the 0.01 level (2-tailed).

Table 5 Correlations -- In examination correlations of all of the attitudes in relation to the
changing behavior of drivers, the strongest single predictor of change was Intention or the rating
of future behavior.

Factors Influencing Oil Change Behavior

Study participants were then asked how various factors might influence their decision to go
longer intervals between oil changes. They were reminded that there were no “right answers,”
but they were given the following statements and asked to rate how important each statement was
on a 0-10 scale where zero meant not at all important and ten meant very important. The factors

rated were:

e Going longer between oil changes decreases fuel efficiency

e Going longer between oil changes increases engine wear

e Going longer between oil changes helps the environment

e Going longer between oil changes saves money

e Going longer between oil changes saves time
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In aggregate, the mean scores on each of these factors are shown below in Chart 17:

Table 6: Factors That Influence People to Go Longer Between Changes

N Mean
Engine wear 983 | 7.39
Fuel efficiency 962 | 6.94
Help environment 965 | 6.59
Save money 977 | 5.65
Save time 969 | 5.24

Chart 17: Factors that Influence People to Go Longer Between Oil Changes
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Table 6 and Chart 17 give the same information in different formats. In aggregate the single most
important factor in people’s decision to go longer was engine wear. Second, people were very
likely to believe that going longer between changes hurts fuel efficiency.

Looking at our two groups of drivers — Frequent Changers and Waiters, there were some
statistically significant differences in how they rated these factors as shown below. As we
presented above, for the next several charts, the importance ratings were grouped as follows: zero
to four = “Not Important”, five to seven = “Somewhat Important”, and 8-10 = “Very Important.”

—
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Chart 18:

Severe Changers by Engine Wear

100%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

34%

150,18%

i

Not important

Somewhat
important

Very

important

O Waiters

| Frequent change

]

The greatest difference between Frequent Changers and Waiters observed was on the issue of
engine wear. While the majority of both groups considered engine wear an important factor,
Frequent Changers were more likely to consider it very important than Waiters.

Chart 19: Changers by Saving Money
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Saving money was a very important factor for Waiters, and an unimportant factor for Frequent

Changers. Thus, there are cost factors that impact people’s behavior.
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Chart 20: Changers by Saving Time
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Similarly, saving time was a factor. Frequent Changers were more likely to consider saving time
unimportant and Waiters were more likely to consider saving time very important.

For the other factors: helping the environment, and fuel efficiency, the differences between

Frequent Changers and Waiters were not significant.

Table 7: Correlations Between Attitudes About Changing Oil and Actual Behavior

Difference
in Miles Future
Between Miles Likelihood of
Actual and between Oil Changing Importance Importance of
Recomme Frequent and Filter Oil Every Importance of | of Increased Helping the Importance of | Importance of
nded Changers Change 3,000 Miles | Fuel Efficiency | Engine Wear | Environment Saving Money | Saving Time
Difference in Miles Pearson Correlation 1 -.613* 7T -.304* -.108* -.115* -.007 .023 .031
Between Actual and Sig. (2-tailed) .000 .000 .000 .034 .023 .884 .657 546
Recommended N 400 400 400 395 384 393 383 387 386
Frequent Changers Pearson Correlation -.613* 1 -.491% .364*4 .109* .163*4 -.037 -.080 -.047
Sig. (2-tailed) .000 .000 .000 .032 .001 470 115 .361
N 400 400 400 395 384 393 383 387 386
Miles between Oil and Pearson Correlation 77T -.491*% 1 -.395%4 -.126% -.215% .011 .024 .018
Filter Change Sig. (2-tailed) .000 .000 .000 .000 .000 .740 .481 .601
N 400 400 880 869 844 864 850 860 854
Future Likelihood of Pearson Correlation -.304*% .364* -.395*% 1 .288* .389*4 .058 .012 .027
Changing Oil Every Sig. (2-tailed) .000 .000 .000 .000 .000 .072 .702 .401
3,000 Miles N 395 395 869 983 946 968 950 958 951
Importance of Fuel Pearson Correlation -.108* .109* -.126* .288*4 1 537 427 .312% .256*
Efficiency Sig. (2-tailed) .034 .032 .000 .000 .000 .000 .000 .000
N 384 384 844 946 962 952 938 947 940
Importance of Increased Pearson Correlation -.115% .163* -.215%4 .389% .537* 1 .330" .199%% .204*4
Engine Wear Sig. (2-tailed) .023 .001 .000 .000 .000 .000 .000 .000
N 393 393 864 968 952 983 950 959 954
Importance of Helping Pearson Correlation -.007 -.037 .011 .058 427 .330% 1 .439% .425*%
the Environment Sig. (2-tailed) .884 470 .740 .072 .000 .000 .000 .000
N 383 383 850 950 938 950 965 951 938
Importance of Saving Pearson Correlation .023 -.080 .024 .012 .312% .199*4 L4394 1 .550*4
Money Sig. (2-tailed) 657 115 481 702 .000 .000 .000 .000
N 387 387 860 958 947 959 951 977 956
Importance of Saving Pearson Correlation .031 -.047 .018 .027 .256*% .204*% .425*4 .550%% 1
Time Sig. (2-tailed) 546 .361 .601 .401 .000 .000 .000 .000
N 386 386 854 951 940 954 938 956 969
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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Concluding Observations—Telephone
Survey

This section summarizes the findings from the above analysis by content area.

Oil Change Behavior

Eighty-two percent (82%) of the sample had their oil changed by professionals.
Men were more likely to do it themselves than women (24% vs. 13%).

Manually transmission owners were twice as likely to be do-it-yourselfers as automatic
owners (30% vs. 15%).

Two thirds of the sample (66%) use window stickers to remind them of when to change
their oil.

However, nearly 4 in 10 (37%) report that they actually use the odometer (rather than the
window sticker) to remind them about changing their oil.

Yet, this varies by gender, with women more likely to rely on their window stickers than
men and men more likely to rely on the odometer reading than women.

Given these findings, it is clear that the oil change professionals have a great deal of
power over how and when people change their oil. Assuming that it was the changing
professional who placed the window stickers in people’s cars, women were slightly more
influenced by the professionals than men.

Oil Change Intervals

The average number of miles between oil changes for the sample as a whole was 4,221
miles.

However, driving severity and manufacturer’s recommendations are extremely important.
Results have to be measured by how they differ from manufacturer’s recommendations to
know if someone is an unnecessarily frequent changer or not.

According to the definition of severe drivers, 17% of the sample were “normal” and 83%
were “severe” drivers.

For the 400 people where manufacturer’s recommendations were known, the average
driver was changing his or her oil at slightly less than 500 miles sooner than
recommended.

This frequent changing was even more pronounced for so-called “normal” drivers who
average nearly 3,000 miles more frequent changing than recommended for their
particular vehicle. Severe drivers adhered very close to the manufacturer’s
recommendations.

Breaking down the 400 person sample by Frequent Changers (equal to or fewer miles
than manufacturers’ recommendations) vs. Waiters (more mileage than manufacturers’
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recommendations), Frequent Changers make up 72.5% of the sample and Waiters make
up 27.5% of the sample.

e Frequent Changers were — more likely to be women, more likely to be middle aged or
seniors, more likely to use synthetic oils, more likely to drive imported cars, more likely
to be “normal” drivers, more likely to use professional changers and more likely to have a
windshield sticker.

Attitudes about Frequent Changing (Every 3,000 Miles)

o In general, people believe that it is very important to change one’s oil every 3,000 miles,
but that it is somewhat difficult to do so. They also indicated that their past behavior is
likely to mirror their future behavior in regards to changing their oil.

e Frequent Changers are more likely than Waiters to consider changing their oil very
difficult. This finding is interesting because it means that those who engage in the
unwanted behavior (changing at or below manufacturer’s recommendations) consider it
more difficult than those who do the wanted behavior (waiting longer between changes).

o Looking at how the different attitudes related to each other, the strongest predictor of
being a frequent oil changer was the intention of changing one’s oil at 3,000 miles.

Most Important Factors Influencing Oil Change Behavior
e The factor of greatest concern was engine wear.
e The factor of least concern was saving time.

o Frequent Changers were more likely to be very concerned about engine wear than the
Waiters.

e Saving money and saving time were more likely to be considered very important by
Waiters than Frequent Changers.

e Examining how the different factors related to each other, the strongest predictor of
whether a person changed his or her oil frequently was engine wear.
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Part Il—Designing and Testing Motivational
Advertising

Introduction

Once the telephone survey was complete, the SBRI’s second task was to design motivational
advertising that would encourage people to drive longer between oil changes. Using the work of
Wesley Schultz,” a central route to persuasion strategy was developed. The research team then
used the results from the telephone survey to craft four versions of print advertisements that
might be placed in magazines, in public places or displayed at points of purchase. The team pilot
tested the initial mock-up, made changes, and then ran two formal focus groups.

This section of the report will describe the theory used in the marketing, the targets of the
marketing and the testing process.

Attitude Change Theory

There are two routes to effective messaging — central route to persuasion and peripheral route to
persuasion. The central route involves more effort and thought on the part of the person receiving
the message. He or she gets the message and must either accept or reject the message based on
pre-existing attitudes. The person’s response is guided by thought and reason. On the other
hand, the peripheral route relies more on images or quick reaction from the receiver without much
thought on his or her part. Where the central route relies on argument or facts, the peripheral
route relies on images or quickly digested messages.

As one might expect, a central route to persuasion involves a more permanent shift in attitudes
and ultimately is more likely to result in behavior change. The research team reasoned that
because the telephone survey showed a fairly strong belief among most consumers that a car’s oil
must be changed every 3,000 miles, a message to induce behavior change would require an
appeal to the rational. On the other hand, the ads developed used colors, images and large fonts
to draw the recipients in using a peripheral appeal as well. A more complete discussion of the ads
themselves follows.

Advertising Design

One outcome of the telephone survey was the identification of the most receptive audience for
changing attitudes. That is, the results showed that a particular group would be the most likely to
be receptive to certain messages. These findings allowed the research team to develop marketing
pieces for this particular audience that could be tested in focus groups. The target audience
included the following attributes:

o Women (more likely to use the ubiquitous 3,000 mile sticker as a guide)

e Aged 35-60 (again, more likely to be frequent Changers)

* Oskamp, Stuart & Schultz, P. Wesley (2005). Attitudes and Opinions (3" ed.) (See pp.260-261).
Mahwah, New Jersey: Lawrence Erblaum Associates
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e People who use oil change places or their dealers for oil changes

e Drivers of Accords, Camrys and Ford Escorts — these represented the most common cars
on the road according to the telephone survey

The approach to creating the ads was to test certain messages using both a central and peripheral
route to persuasion. The central route involved using charts of comparative statistics showing the
difference between the average mileage driven by consumers and the actual recommendations
provided by manufacturers. The peripheral route involved a message that triggered an emotional
response and a picture that was likely to convey a sense of trust or confidence.

Three primary messages were developed:

1. Trust the Maker — This was a reference to the fact that the manufacturers generally
recommend greater intervals than 3,000 miles between oil changes.

2. The 3,000 Mile Myth — This message appealed to the viewer’s intelligence by attempting to
“bust” the myth that oil needs to be changed every 3,000 miles or it will hurt your car.

3. You Can Do Better — This idea played on a message that many women receive through other
kinds of advertising and cultural impacts. The intent was that going longer between oil changes
meant better behavior and better outcomes for the environment.

The SBRI contracted with a local graphics firm to produce a draft ad concept for each of the
above messages. A preview group of ten women were then surveyed about their reactions to the 3
ad concepts. The women were asked whether they found each ad convincing, whether they liked
the title and color and whether they thought the ad might change their behavior.

The preview group rejected the “Trust the Maker “ ad concept, believing the headline could
possibly be offensive to religious people and the color pink was too stereotypical or juvenile.
They also rejected the “You Can Do Better” ad concept, reporting that they felt insulted by or did
not understand its message.

The preview group reacted positively to “The 3,000 Mile Myth”” ad concept. Two versions of
this ad were presented to the preview group. One version features a photo of an attractive,
middle-aged woman holding out a set of car keys. The other version contains a photo of a young,
clean-cut male car mechanic working on a car engine. Next to each of the photos are the words,
“the 3,000 Mile Myth” in very large letters and the following messages:

e A recent research study shows that 73% of CA motorists can go longer between oil
changes without affecting engine life or gas mileage.

e Atable showing auto manufacturer oil change mileage recommendations for the 3 most
owned vehicles in California compared to typical oil change mechanic recommendations

e Follow the recommended oil change mileage interval in your car owner’s manual.
o Paid for by the California Integrated Waste Management Board (plus CIWMB logo)

The preview group was most positive about the approach — using real people to advocate going
longer between oil changes. The preview group also responded positively to the concept of a
peer or a trusted mechanic presenting the information. However, the preview group described the
woman in the photo as “too pretty” or “too blonde.” They also had concerns about the clothes
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that the male model was wearing. Some of these issues were corrected by the graphic designers
prior to subsequent testing of “the 3,000 Mile Myth” ads with the focus groups.

Two versions of an ad promoting the use of synthetic oil were also developed for testing with the
focus groups. One version features a picture of a smiling, middle-aged woman sitting in her car
with her hands on the steering wheel. The keys to the car are in her hand indicating that she is
preparing to start driving. The other version contains a photo of a young, smiling male car
mechanic standing by the open hood of a car holding a checklist. Next to each of them are the
words “Drive Longer with Synthetic Oil” and a chart comparing the oil change frequency for
petroleum oil (in miles) to that of synthetic oil for three of the most commonly owned vehicles in
California. Each ad also conveys the following information:

e Synthetic oil reduces friction and engine wear, allowing you to drive longer between oil
changes without affecting gas mileage or engine life.

o For afew extra dollars, synthetic oil allows you to go much longer between oil changes.

o Paid for by the California Integrated Waste Management Board (plus CIWMB logo)

Focus Group Method

Focus groups were proposed for this project to test the concepts and ads generated from the
telephone survey. The intention was to get a representative mix of groups — rural and urban,
Northern California and Southern California, and coastal & inland. Due to a limited budget, only
two groups were scheduled, one in San Diego (urban, coastal, Southern) and one in Sacramento
(rural, inland, Northern). The problem with one group in each area is that it is difficult to really
compare the results. Thus, the results presented in this report are directional in nature (as are any
focus groups results) and should not be misinterpreted as a representative sample of public
opinion across the state.

Professional focus group facilities were selected to conduct the groups; Taylor Research in San
Diego, and Elliott Benson in Sacramento. Both facilities are well respected and used extensively
for focus groups by governments, non-profits, and private industry. The advantage to this project
in using facilities was that participants were pre-screened as good focus group participants. That
is, people came prepared to participate and often were familiar with the conventions of focus
groups, like two-way mirrors, audio/video taping, moderators and how to act in a group
discussion. The disadvantage was that, while cooperative, pre-screened participants may not
necessarily be representative of the attitudes of the “average person.”

The focus group participants were recruited from the target audience identified during the survey
research. Thus, all participants were women, between 30-60 years old, who regularly change
their oil at either professional change stores or car dealerships. The focus groups were recruited
using the screener script included in Appendix B, Focus Group Documents.

The SBRI submitted a focus group discussion guide to the CIWMB. The discussion guide was
not a script, but rather served to frame the discussion for the group and keep the moderator on
track. This Guide is also included in Appendix B.

The order shown on the discussion guide reflects the order of presentation to each of the
participants. Each participant received the ads in a plain manila folder and each ad was
reproduced as a glossy 81/2 x 11 inch page.
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Each group discussion lasted one and one half hours and was both audio and video taped. The
results of the focus groups are summarized in the following section of this report.

Focus Group Results

The SBRI conducted two groups:
e San Diego — Urban, coastal, southern — 11 women participated, aged 32 to 59
e Sacramento — Rural, inland, northern — 11 women participated, aged 30 to 58

The group discussions were lively and spirited. Both groups followed a similar order of
participation. First, the participants were consumers, thinking about their experiences having
their oil changed. Second, they were advertising viewers reacting to the print ads presented to
them. Third they became design critics, discussing what was most effective and least effective,
making very specific recommendations. Finally, both groups experienced advertising fatigue.
They became bored with the concept or discussed wanting to change the whole approach.

For this section of the report, we examine each of the focus group questions and the two groups’
reactions to the issues. It is important to remember that all participants were selected partially by
the fact that they took their cars to either the dealership where they bought it or a quick oil change
store for routine maintenance. Quotes will be included where appropriate.

Importance of Auto Maintenance

Car is essential — Both groups started out by saying that the car is really the only reliable means
of transportation, so the car becomes the lifeline.

San Diego comments:
“Not having a reliable car is a bummer!”

“Especially with kids...with all of my errands and commuting to and from work, it’s not
unusual for me to drive 150 miles per day.”

“Because we do so much driving here in San Diego on the freeway, the likelihood is that
we’ll breakdown on the freeway and that’s really scary and why maintenance is so
important.”

Safety & Security — Quickly though, the issue that came up was safety and security. It surprised
the male moderator of the groups, but unanimously women worry most about a break down, and
the danger to the personal safety that the being alone in a disabled car could pose to them.
Maintenance of their cars meant not having to worry that they would be caught off-guard.

Saving money — The next concern, raised in both groups with almost the same immediacy as
personal safety was the idea that by maintaining your car on a regular basis, you save money in
repairs.

“I have a nine year old Honda Civic that only has 65,000 miles on it, but | follow the
maintenance schedule to the letter and | plan to drive it until the doors fall off because I want
it to last.”” — Sacramento
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“I think people learn the hard way by trashing their first couple of cars. | remember my first
boyfriend said, “What do you mean, you never change the oil?’ and, | said, ‘Well, why? It
isn’t like it’s broken or anything.”” — San Diego

A related concern was that auto maintenance itself is financially risky for women because they
fear being ripped off by mechanics. They thought that women represented easy targets.

“They always rip you off, and they do it because I’m a woman, | can give you twenty different
examples.” — Sacramento

On the other hand, one participant suggested that car dealer maintenance was more scrupulous.

“| disagree completely, | take my car to the Honda Dealer and | completely trust their
mechanics to honestly tell me what | need to be doing.”

“l agree if it’s a dealership.” (both comments Sacramento)

How we know when it is time, and what to do — The moderator asked whether the car
maintenance was more of a “guy thing” or if the women participants make the decisions about
when and how to change their oil and get other maintenance.

“I’m embarrassed to say this, but my husband does everything” — San Diego
“My dad drilled it into my head, always check your oil.”” — San Diego
“I listen to my mechanic.” — Sacramento

“I listen to the dealer who said change it every 2,000 miles, even though the manual says
every 3,000 miles.” -- Sacramento

Next, the groups discussed how they know when it is time to change. Many reported that they
rely on the sticker on the windshield to remind them. Others reported that the dealer or oil
change place will send a reminder (presumably based on the number of months since the last
change). Others reported that their cars had built-in systems that reminded them — a warning light
of some kind. The rural group tended to drive less than the urban group, and therefore changed
their oil less frequently. Almost no one in the rural group knew the actual interval that they were
going between changes for a variety of reasons:

Sacramento comments:
“When the oil light comes on, that’s when | do it.”
“My husband keeps track, he always takes it in.”

“I don’t rely on my husband to do anything with the car, because if he had his way, it would
be like once a year. | go every three months, even if that’s too frequently, that’s okay.”

Everyone in San Diego agreed unanimously that drivers should change the oil on her car every
3,000 miles. Some noted that their manuals recommended 5,000, but that they felt it was better
for their cars to change every 3,000 miles or every three months.

Note that the focus groups reflected the results from the statewide survey. Drivers believe that
3,000 miles is generally the distance at which a person should change his or her oil, and that the
primary reason for this frequency is reduced engine wear or loss of use.
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Exploring the Idea of Going Longer Between Changes

The moderator asked, “What does it feel like if | say you can go longer than your sticker indicates
or the light on your car indicates between oil changes.” Reactions were mixed:

“I wouldn’t go over that light on the car, uh, uh, when that light’s on and the time’s up, it’s
up.” — Sacramento

“I was told by the service manager at the dealer that | could go up to 5,000 miles.” —
Sacramento

“| just got a Ford Escape hybrid and | checked the manual and it says | don’t have to change
the oil more than every 10,000 miles. My husband doesn’t believe me, he’s going to call the
manufacturer.” -- San Diego

“My husband always says that you need to change your oil frequently because all of the
particles in the oil cause wear and tear on the car.” — San Diego

“I’m afraid it would affect my gas mileage or my tires.”” — San Diego

“I always do go longer, I think that the sticker is just trying to get me to take it in more often
so that they can make more money.” — Sacramento

Interestingly, among the San Diego group, many of whom had hands-on experience with
changing their own oil, there was a suspicion that the need to change the oil every 3,000 miles
was exaggerated.

At the moderator’s prompting about positive reasons to go longer between changes, the
Sacramento group listed saving money, saving time, and one respondent recognized the
environmental impact.

“If we ALL changed our oil less frequently, then there would be less oil used and there would
be less oil to get rid of from the system.” -- Sacramento

Reaction to the “ 3,000 Mile Myth” Advertisements

Next, the moderator showed the “3,000 Mile Myth” advertisements to the groups. For the San
Diego group, he showed the advertisement with the woman first, and for the Sacramento group he
showed the advertisement with the man/mechanic first. The change was prompted by the
researchers’ experiences in San Diego (the first group). Their reaction was so positive with the
first ad and much more negative with the second ad, the researchers wanted to know if the order
of how the ads were presented made a difference. As the comments below indicate, the
presentation order definitely made a difference between the two groups. However, other things
were going on as well.

Reactions to Ad with the Woman (presented first) — San Diego

The first comment uttered was “oh no,” as the person realized she may have been changing her
oil too frequently. Some other first reactions included:

“This ad shows that women can depend on themselves.”
“What about my warranty? Will going longer affect that?”’

“This ad is very believable.”
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“My car is not on this list, you just have the cars that most people drive, but the ad doesn’t
really apply to me, does it?”

“Doesn’t it really depend on the kind of driving you do and where you do the driving?”

“I like the fact that she’s an older woman. 1’d like at this ad before | would look at one with
a man on it. She looks like someone | could go to Starbuck’s with.”

Many of the participants said that they found the ad comforting, that it confirmed their suspicions
about driving longer between changes. Others suggested that the ad generated questions and
made them want to investigate the issue further. They pointed out that the ad says, “a recent
study” but it does not give the study’s results. They were disappointed that there was no website
for more information listed on the ad. There was the general sense that people were not
necessarily going to stop changing at 3,000 miles, but that it raises good questions.

“I like that the ad is sponsored by the Integrated Waste Management Board. It makes me
trust the information more than if this was coming from the auto dealers or the oil
companies.”

In general, the San Diego participants liked the soft colors, the muted tone and the fact that the
spokesperson was a woman. They found the ad non-aggressive and challenging to their intellect.
One person said that, “it reminds me of a breast cancer awareness ad,” but she did not mean that
in a negative way, rather, she found it a bit inspiring. Participants remarked that they could trust
the spokesperson in the ad. They felt that the ad was a strong message to get them to recycle their
used oil.

The group members had some negative reactions as well. The primary negative reaction was that
the list of cars was too narrowly drawn. They were curious if the findings applied to SUV’s,
van’s and “less fuel efficient” cars.

Reactions to the Ad with the Woman (presented second) -- Sacramento

The first two reactions were positive and negative. The first negative reaction was that the
woman seemed too helpless.

““She just seems to be saying, ‘Oh | can’t deal with this, here are the keys.”

Others echoed this sentiment:

“It’s her hair” [laughter].

*“She’s just old and helpless.”
The other reaction was very positive, “Oh | much prefer this ad to the other one [the mechanic].”
The nay sayers were much more vocal:

“I don’t trust her statement; how does she know that it doesn’t hurt her engine to drive
longer.”

“The way she looks doesn’t match what she’s saying. She doesn’t look like she is an expert
or that she knows what she is saying.”
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“I just want to shake her! Does she need therapy?” For this participant, there was an
immediate dislike of the character in the ad. She felt that the ad contributed to a negative
view of women as helpless or clueless when it comes to auto maintenance.

Other comments were more positive:

“Because this ad shows a woman, this is one that | would think has a message for me as a
reader as opposed to the ad with the mechanic which seems more aimed at men.”

“This ad | would look at, oh, maybe she has a message for me.”
“This ad seems softer, more muted and her personality comes through.”

The group also echoed the concern raised in San Diego that the list was too narrowly focused on a
certain kind of car. There was also the question about older versus newer cars. Several members
of the group felt that the message only applied to newer cars, but that older cars needed more
frequent changes.

Reactions to the Ad with the Man/Mechanic (presented second) — San Diego

Participants were encouraged to look at the ad more for its own merits and not leap to
comparisons. However, the immediate reaction to the ad with the mechanic was negative. The
initial word that emerged was “forceful.” Some comments were:

“I would walk away from this ad.”
“This looks like my husband telling me what to do.”
I don’t want to hear this from him.”

Some of the participants felt that the ad did not make sense. They saw that the mechanic’s
interest was served by more frequent changes. They wondered why he would encourage them to
drive longer if it meant he would lose money. It made some participants nervous, that he had
some kind of ulterior motive. They mentioned that he might be trying to fool them to make more
money on larger repairs down the road.

The participants felt that this kind of ad (one where someone was going against his interests)
should be more extreme — the attendant should have money coming out of his pockets and really
looking like he is taking you for a ride. They felt that the character was hiding something, but it
was not overt enough. He was not disreputable enough.

Most of the comments were directed at the model’s appearance. They felt that this mechanic
looked too young and too inexperienced to be trusted. They felt that he looked “too clean” as
though he was not really working under the hood and getting dirty. Some of the younger
participants found the mechanic “cute” and “eye-catching.”

“The whole ad is an oxymoron. He’s recommending going longer, but the oil change shops
don’t.”

“He looks smarmy. He’s smirking. I’ve gotcha!™

““He’s just a kid trying to earn a buck.”

Contractor’'s Report to the Board 35



The remainder of the comments were similar to the comments on the ad with the woman.
Participants were disappointed that there was not more information about the research conducted.
They again stressed the point that they wanted a website to go to for more information.

Participants also suggested that the female ad would appeal more to women, but the male ad
might appeal more to men. Others disagreed saying that their husbands or boyfriends would
rather look at the woman ad. One participant suggested that the man would be more convincing if
he were not a professional, but just a neighbor in street clothes giving us advice —